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THE YEARS OF PROGRESS 



1961 marks the fiftieth anniversary of Neisner Brothers, Inc. 
But to none of us is this, our fiftieth year, a time for looking 
backward, or a year in which we wish to enjoy the com¬ 
placency of our age. 

1961 is a new year, a fresh start toward another fifty years 
of accomplishment. Back of us we do have the solidity of 
what has been done, the strength of healthy growth. Ahead 
of us we have a bright promise. 

That Neisner Brothers, Inc. has grown so steadily, and so 
successfully is due, we believe to our concept of store opera¬ 
tion. To us, from the start, merchandising has only had 
meaning when it has been interpreted in terms of people, of 
their wants and desires, and ultimately in the means and 
methods of satisfying those wants. 

This policy of first considering the people we serve has 
brought Neisner’s from the simplest of beginnings to its 
present place as one of the nation’s leading retail chains . . . 
and holds the greatest promise for our future. 


Tll/YhAjbpu 

President 
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GROWTH 

is measured in dollars and cents and rising curves 


In its early years Neisner Brothers grew slowly, but solidly. In 1926 
there were 13 stores with an annual volume of $4,497,208.26. By 1930 
the chain had become an actuality with 75 stores and a volume of 
$16,507,157.74. At the end of 1960 there were 171 stores with sales 
of $73,491,509.90. Total employees in 1960 were 12,000, more than 
half regularly employed, the balance part-time sales people. 

Whereas the first Neisner store was in the heart of the city, in recent 
years the trend has been toward self-service operations in shopping 
centers. In 1960 there were an even 123 self-service stores, all of 
which, except some of those in larger cities, were in shopping centers. 



Left to Right R. F. ST ARK, Treasurer 



With the movement of the stores to the fast 
growing suburban areas has also come a con¬ 
siderable shift upward in the economic status of 
variety store customers. 

Each year, while ribbons are being cut in front 
of new stores, the doors of a few older stores are 
being closed. Significantly it is the smaller 
stores that are disappearing. Today’s trend is 
definitely toward the larger volume store. 
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is measured in stores and the people who patronize them 



S. S. STERN, Real Estate Mgr. 

L. ROTHENBERG, Real Estate Dept. 


Where at one time the decision to open a store depended 
almost entirely upon a traffic count, today it has become a 
scientific appraisal of community need. The retail strength 
of the town is carefully appraised, its susceptibility to 
economic fluctuation is evaluated, the character of its in¬ 
dustry and what the effects of a shift in employment would 
mean are considered. In the shopping center itself, land 
availability is measured so that even with the addition of 
new stores, adequate parking space will be available. 
Traffic flow is studied from the air, the ability of other 
tenants to draw traffic is weighed. Finally comes a street-to- 
street check of the people who would patronize that center. 

Real estate is evaluated always from the merchant’s 
point of view. 




GROWTH 


comes from a practical measurement of our needs 



An Engineering Department, wise in the ways of merchan¬ 
dising, makes sure that each location is tailor-made to 
Neisner’s needs. From the moment that a site is selected, 
Neisner’s engineering personnel work closely with the archi¬ 
tects and builders of the center. Everything that is put into a 
store to be occupied by Neisner’s must contribute a mer¬ 
chandising advantage—its appearance, its lighting, its 
heating and air conditioning, its ease of maintenance. 
Through the years it has been found that all of these things 
not only have a profound effect upon sales but upon the 
profit of each sale as well. 


Left to Right 

A. Rose, Engineering Dept. Manager 
E. De WOLFE 
E. GILLETTE 
J. LEYS 
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GROWTH 


is within the store... 
its fixtures and its planning 

Everything is planned to provide maximum 
display of merchandise in minimum space . . . 
to yield the most dollars per square foot of 
space. Neisner’s was among the first to develop 
Spacemaster Equipment . . . prior to World 
War II. Modular units now being developed 
promise even better display at still lower costs 
with easier erection and maintenance. 


Progress in the development of new fixtures, 
merchandising displays, and equipment is 
continuous. New stores are opened each year, 
also many existing stores are modernized, for 
the life span of a store in these days of rapidly 
developing merchandising methods and shift¬ 
ing public fancy cannot be more than ten 
years . . . and it is an inflexible Neisner policy 
that all stores represent the best and the 
newest in merchandising effectiveness. 


W. C. KENT, 
\sst. Display Mgr. 






Left to Right 

A. H. MILSTEIN, Vice President H. B. GREENSTEIN 

Sales Manager Display Manager 


After the fixtures are installed the layout of merchandise is as 
carefully planned as was the space allotted to it. The number and 
variety of items displayed, the arrangement by colors, sizes, all 
have a profound effect upon sales. With the set-up of the mer¬ 
chandise go the accompanying displays, which again are pains¬ 
takingly planned to boost sales. 
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Neisner’s fourteen buyers in Rochester, N. Y. and New York City see several hundred salesmen 
each week. More than continually seeking the best values and the best quality, the buyer must 
know in February what kind of Christmas tree ornaments people will want in December. Tests of 
new lines of merchandise are being continually run. Summer vacation products are tested in the 
South in the winter. Always there is a weeding out for it is axiomatic that a store can’t carry 
everything that has been carried in the past while adding new lines, and still operate within the 
same space. 

The growth of the suburban shopping center has brought its complications for completely new 
and different types of merchandise must be carried. Suburbanites are do-it-your-selfers. They 
want tools and equipment materials, lawn and garden supplies. The fact that a suburban house¬ 
wife can drive up to the door of a store means that she can and will take home furniture, carpets, 
bulky items with much more ease and convenience than in a downtown location. 



BUYERS Left to Right 
J. NICHOLSON R. GREENWALD 


LefttoRight P. COOPER 
BUYERS M. ZUCKER A. STAMPER 
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Because the economic status of suburban variety store 
shoppers is higher than most downtown shoppers, and 
because it will vary from community to community, the 
buyer has to select merchandise for a store which will 
reflect the personality of the community. To meet these 
varying needs, Neisner’s depends upon its District Men 
to keep its headquarters buying team aware of those 
needs and of the availability of specialized local suppliers. 


BUYERS Left to Right 

S. DAVIDSON M. ROSENTHAL E. STONE 


BUYERS Left to Right 
J. TRAVIS D. DeVOY 


E. FRANK M. ALLEN 


VM I \ 


lews) mim 


IMS S 4// S 


•VM IA 


The trade-marks that 
are becoming increas¬ 
ingly familiar to shop¬ 
pers on scores of 
items, from hardware 
to apparel to tissues. 


ANITA ^ 

LEWIS 


The Neisner family of Lewis labels: 

Anita, Andrew, Andy, and Baby Lewis 
are exclusive at Neisner’s and are your 
guarantee of quality merchandise. No 
item is allowed to carry the Lewis label 
until it meets Neisner's exacting speci¬ 
fications, and has been laboratory 
tested and re-tested to maintain high 
quality standards. 
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DIRECTORS 


FRED NEISNER PHILIP COOPER 

MELVIN B. NEISNER JOHN A. McCANDLESS 

ABRAHAM H. MILSTEIN DAVID H. MORRISON 
F. GORDON DUFFY JOSEPH J. MYLER 

DAVID FRANCIS M. HARRY GOLDMAN 

RUDOLPH F. STARK 



Fred Neisner Melvin B. Neisner David H. Morrison 



Abraham H. Milstein 


Joseph J. Myler 


A 

David Francis 


M. Harry Goldman 



F. Gordon Duffy Rudolph F. Stark John A. McCandless Philip Cooper 


OFFICERS 






FRED NEISNER, Chairman of the Board 
MELVIN B. NEISNER, President 
ABRAHAM H. MILSTEIN, Vice President 
F. GORDON DUFFY, Vice President 
PHILIP COOPER, Vice President 
DAVID FRANCIS, Secretary 
RUDOLPH F. STARK, Treasurer 


Fred Neisner, Chairman of the Board, and M. B. Neisj 
determine the Company’s policies and have the ultii 
bility on all major decisions. Reporting directly to th< 
Milstein, Sales Manager; D. Francis, Budgets and Ii 
trol; P. Cooper, Buying Policies and Merchandising; 
Store Operations; R. F. Stark, Tax and Insurance. 



M. B. NEISNER 
President 


Vice F 

Merchai 


1 



1 
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S. S. STERN 
Real Estate 
Mgr. 


A. ROSE 
Engineering 
Dept. Mgr. 


E. M. 

ANTKOVIAK 
Restaurant 
Depts. Mgr. 


Asst. M 
J. J. 1 
C. GO 
C H. 

1 





L. 

ROTHENBERG 
Real Estate 
Dept. 


R C 

MATHEWS 

Restaurant 

Dept. 

Asst. Mgr. 


Bu 

M. ALL 
S. DAV 

D. DE A 

E. FRA 


R. GRE 
J.S. NI 
M. H. RC 
A. K. S 
E. STO 
J.R. Tl 
M. R. 
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ner, President, 
nate responsi- 
em are: A. H. 
iventory Con- 
F. G. Duffy, 


OOPER 
resident 
idise Mgr. 


D. FRANCIS 
Secretary 



dse. Mgrs. 
CIELSON 
RAN 
HEUER 


R. COHEN 
Purchasing 

Agent 



FRED NEISNER 
Chairman of the Board 


M. B. NEISNER 
President 


OFFICE DEPT. Left to Right 
F. HABERBUSCH R. Le FEVRE 
Forms Control Mgr. Cashier Dept. 

Mgr. 


E. HUMES 
Office Manager 


P. FREEMAN 
Asst. Office 
Manager 


H. KAPLAN 


Auditing Dept. 
Mgr. 


R. F. STARK 
Treasurer 

Tax & Ins. Mgr. 


A. H. MILSTEIN 
Vice President 

Sales Manager 


F. G. 

DUFFY 

Vice President 

Store O] 

derations 


T. S. MORSE 
Insurance 
Taxes 


J. A. MC CANDLESS 
Sales Promotion Mgr. 
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:holson 

•SENTHAL 

AMPER 
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AVIS 

JCKER 


E. C HUMES 
Office Mgr. 


S. J. SR 
Traffi 

OKOSE 
c Mgr. 




P. FREEMAN 
Asst. Office Mgr. 
Accounting Dept. 

_Mail_ 


H. G. DIDAS 
Asst. 

Traffic Mgr. 


W. P. REESE 
Asst. Sales 
Promotion 
Mgr. 


L. 

HENDRICKS 
Asst. Store 
Operations 
Mgr. 


E. G. 
ROGERS 
Store Opera¬ 
tions Dept. 


H. B. 
GREENSTEIN 
Display 
Mgr. 


J. R. MARVIN 
Advertising 
Mgr. _ 


D_ 


K. E. JONES 
Credit Dept. 


W. C KENT 
Asst. 

Display Mgr. 


£ H. 
SADOWSKY 
Store Opera¬ 
tions Dept. 


R. J. NEARY 
Distribution 
Center Mgr. 
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H. KAPLAN 
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Auditing Dept. 


HABERBUSCH 



Mgr. 


Forms Control 
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A. E. WELCH 
Freight Audit 
Dept. Mgr. 


R. C. AVERY 
Claim Dept. 
Mgr. 


C M. 

BLAKEMORE 
Distribution Center 
Operations Mgr. 


Management responsibilities in the Neisner 
organization are clear-cut. Because there is 
little or no overlapping of responsibility, de¬ 
cisions in every phase of the Company’s opera¬ 
tions can be made quickly and efficiently. 
Only by so doing can an organization involv¬ 
ing 172 individual merchandising units move 
so rapidly, keeping abreast, or often ahead 
of the swiftly changing buying habits of the 
American people. 



TRAFFIC DEPT. 
S. J. SROKOSE 

Traffic Manager 


Left to Right 
A. WELCH 
Freight Aud. 
Dept. Mgr. 


R. C. AVERY 
Claim Dept. 
Manager 


H. DIDAS 
Asst. Traffic 
Mgr. 




































































































mm 


through effective sales promotion 



Weekly bulletins to all the stores listing and analyzing the 
best sellers in all areas; a monthly publication—the 
Monthly Stimulator—as well as a constant stream of 
special bulletins, are all produced by the Sales Promotion 
Department to keep each store manager constantly aware 
of trends in other stores and throughout the country. To 
back up the planned promotions, the department also pro¬ 
duces point-of-sale display material, window trims, and 
for special events, store-wide promotional material. An 
annual event, which customers actually look forward to, 
is the thirty-year-old Neisner Birthday Bargain Carnival. 

A large part of the success of Neisner’s advertising pro¬ 
gram is due to the careful timing and pre-planning that 
goes with each advertising promotion, and to the close 
co-ordination that exists between the Buying Department 
and the Sales Promotion Department. Adequate advance 
notice of the advertisement to be run, enables the stores 
to check their inventories on the items to be advertised. 

Neisner’s advertising is probably among the most attrac¬ 
tive in the variety store field, for every effort is made to 
make that advertising reflect the company itself, to 
create a positive image of the Company and its stores. 


J. R. MARVIN, Advertising Manager 


Left to Right 

J. A. McCANDLESS, Sales Promotion Manager 
W. P. REESE, Assistant Sales Promotion Manager 



























GROWTH 

through well designed restaurant departments 


Originally started as a service to shoppers, to provide the 
working girl who had to combine her shopping and her 
lunch hour, with a convenient and easy luncheon ... or 
to give the tired housewife a mid-afternoon pickup . . . 
Neisner restaurant operations now often account for a 
worthwhile percentage of a store’s volume. 114 stores 
provide restaurant facilities both to attract shoppers and 
to make shopping easier and more convenient. 

The young housewife with three children who feeds them 
conveniently in a booth instead of trying harriedly to 
control them across ten feet of stool space . . . and 
knows that they are eating good, wholesome, well pre¬ 
pared food ... is representative of the changing pattern 
of food service in Neisner Stores. 












Left to Right 
R. C. MATHEWS 
Restaurant Depts. Asst. Mgr 

E. M. ANTKOVIAK 
Restaurant Depts. Mgr. 














Left to Right 

S. H. SADOWSKY 

Store Operations Dept. 

F. G. DUFFY 
Vice President , 

Store Operations Mgr. 

L. HENDRICKS 
Asst. Store 
Operations Manager 


the measure of a company is the 
measure of the people who make it 

From the start of the first Neisner store in 1911, the Company 
has been guided by the aims of its founders—that a store can 
only be as successful as the people in it. Selections for the 
management staff of the Company are made from within the 
Company. The men who head the Company today have all 
served the company first at the local store level. 


R. COHEN, Purchasing Agent 



25 Year Club— Neisner’s is very proud of the number 
of members in its 25 Year Club, which originated in 
1946. Today there are 196 members who have com¬ 
pleted 25 years as loyal, happy, Neisner employees. 
Each one receives a wrist watch, a diamond 25-year 
service pin, and a net $1,000 check. 


Because of this policy, young men who are hired today are 
most carefully selected and screened, for each must be 
potential management material. He always starts in the 
stock room of a store, later to be moved out onto the floor. 
He will be transferred from store to store to acquire expe¬ 
rience under different managers. In five years he will be 
ready to assume management of a store. Young women, who 
plan to make a career of merchandising, are as carefully 
selected and trained. Sales personnel, whether employed 
full-time or as part-time saleswomen, are selected for their 
personality and intelligence and their sales ability. Neisner’s 
own shoppers are continually checking to see that Neisner 
standards are being upheld. Each year a thousand or more 
girls are given monetary awards for the way in which they 
serve our customers. This helps to contribute to the above 
average rating Neisner sales personnel enjoy. 



































The changing pattern 
of what people want 

It’s a change in shopping pattern that has led 
naturally to the self-service store . . . where the cus¬ 
tomer will linger as long as he or she likes at a 
counter without embarrassment or any feeling of 
obligation to buy ... where impulse buying becomes 
an increasingly important factor in a store’s sales. 

More than three-quarters of all Neisner’s stores are 
now self-service stores, either the check-out type or 
with central wrapping desks. 



NEISNER'S 

REVOLVING 

CHARGE 

PLAN 

NEISNER'S 

LAY-A-WAY 

PLAN 


L 



"CHARGE IT" 

AT NEISNER'S 

Regular Charge Account 
Extended Payment Plan 


Money Back 
GUARANTEE 

You must be completely 
satisfied, or your money 
cheerfully refunded 


GROWTH 

through credit—by enlarging the 
buying power of the customer 

The extension of credit to Neisner customers was 
first tested in the Texas area . . . and proved so suc¬ 
cessful that in early 1961 it was extended to the 
Western New York area . . . and ultimately will be 
extended to all stores, with a credit card which will 
be good in all Neisner stores. 


Because the shopping center has brought the store much closer 
to the lives of the people it serves, there has developed a friend¬ 
lier more personal relationship which has brought new meaning 
to the general services which a store offers. Neisner’s Charge 
Plan and Lay-a-way Plan permit buying that is matched to the 
housewife’s purse, that permits her to take advantage of sales 
and special bargains in outfitting her family and furnishing her 
home. 

Neisner’s money back guarantee policy acquires new signifi¬ 
cance, for it becomes a measure of the shopper’s faith in both 
the store and its merchandise. 



Left to Right 

K. E. JONES, Credit Dept. 

E. ROGERS, Store Operations 
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GROWTH 


through modern electronic methods 



Left to Right J. SCOPA M. FREEMAN 
R. BEATON, Electronic Data Processing Mgr. 




Automated bookkeeping and accounting are not new 
to Neisner Brothers. They started in 1957 in the ware¬ 
house in Rochester, N. Y., with a unit to handle ware¬ 
house billing and inventory control. Early in 1959 
more automation equipment was added in the head¬ 
quarters office. In the first year of operation the han¬ 
dling of payrolls and maintenance of store purchase 
records effected a considerable economy. 

In 1961 the most advanced Univac solid state com¬ 
puter available will take over the figure work. 

Payrolls will be processed, purchases recorded, and 
Distribution Center shipments invoiced. This will 
result in greater savings for the company. In the future 
more and more departments will be added to auto¬ 
mation. 



GROWTH 


through more efficient distribution of merchandise 

1961 brings a significant change in the Neisner distri¬ 
bution system ... a golden anniversary saving in dis¬ 
tribution costs . . . and a more effective control of the 
merchandise upon each store’s counters. 


The new 180,000 square foot Distribution Center for 
all Neisner stores is located on the outskirts of Roch¬ 
ester. Here some 15 to 18,000 items will be stocked, 
two to three times more than it was ever possible to 
stock previously. Billings will be approximately 50% 
of the stores’ annual needs. Nearly all of the costly 
drop-shipment of single items will be done away with, 
and freight costs will be substantially reduced. More 
prompt service will result in immediate delivery to 
every store in the chain. 


Left to Right 

R. J. NEARY, Distribution Center Mgr. 
C. M. BLAKEMORE, Operations Mgr. 
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1911— Neisner’s first store 
opened in Rochester, 

New York, in March, 1911. 

1961— Neisner's Store No. 1 
as it appears today. At the same 
location for 50 years. 


■ GROWTH 


the theme of the future 


Every phase of Neisner Brothers operation is geared to growth. 
Store sites are selected, not only for the volume of sales which can be 
expected immediately, but also on a carefully evaluated estimate of 
the future growth of that shopping community. 

In merchandising, styles and trends are constantly being analyzed. 
New products are tested and regional needs studied. Products are 
continually being added and changed and bettered. Neisner’s own 
brands are steadily moving to the fore. 

In all phases of the stores’ operations, management, personnel, in the 
improved services and facilities they offer, there is a reflection of 
steady, vigorous growth. 

The whole pattern is a continuation and broadening of a growth 
that began fifty years ago and promises to continue far into the fu¬ 
ture. There will be many new Neisner stores in many new locations. 
They will offer a greatly extended assortment of merchandise to 
meet the growing needs of America. Unchanged though will be the 
fundamental policy that has made this growth possible . . . the rec¬ 
ognition of the individual ... as an employee and as a customer. 


The spirit which has guided Neisner 
stores throughout the half century of 
growth is . . . the realization that it is not 
just good bookkeeping, nor smart mer¬ 
chandising, nor shrewd buying that makes 
a store . . . but the people who enter its 
doors and leave with a little bit of it in 
their arms. It is this unfaltering belief that 
has built this great American chain of 
variety stores—promises even greater 
growth for it in the future. 
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THEY DEVOTED THEIR LIVES TO THB 
BUILDING OF A GREAT ENTERPRISE CON¬ 
CEIVED Si * shnulant fuimdrd ufon honor 


1HET WERE DEVOTED TO THEIR FAMILIES. 
TO THEIR FRIENDS TO THEIR COUMIU AND 
TO ALL OF US 


WE WHO MHVED UNDER 1HEM. DEDICATE 

THIS TABLET TO THEIR MEMORY 


EMPLOYEES OF NBISNBR BROTHERS. INC 


The reputation of a store ... or a group of 
stores ... is only the product of all the 
experiences of all the people who have 
shopped its counters. 


NEISNER BROTHERS, INC. 

GENERAL AND BUYING OFFICE 
40 East Avenue • Rochester 2, New York 
















